Tourist behavior: A key factor for tourism planning by Kumar, Vineet
27 
 
 
 
IJRE | Vol. 03 No. 09 | September 2016 
ISSN 2348-7852 (Print) | ISSN 2348-7860 (Online) ijre.org 
Tourist behavior: A key factor for tourism planning 
Author(s): Vineet Kumar 
Asst. Professor,Vidya Jyoti Eduversity, Chandigarh 
 
Abstract - Tourism is a fast growing economic activity in many 
countries around the world. Many countries are promoting 
tourism to attract foreign tourists in a country. It has not only 
important but mandatory to acquire knowledge about tourist 
behavior. It would not be wrong to say that tourist behavior 
plays an important role in tourism planning. Due to the 
different geographical locations of continents, countries, people 
have different likes and dislikes, different behavior. On the 
other hand lack of knowledge about tourist behavior makes it 
arduous to promote tourism in a country. This paper aims at 
studying the Behavior of tourist and to help in the tourism 
planning in a country. This will help in promoting and selling 
tourism products. 
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INTRODUCTION 
Tourism is a major sector that enables a country to earn 
foreign exchange. In the current scenario many tourism 
trends are changing now there are different forms of tourism 
like health tourism, rural tourism, wedding tourism, MICE 
tourism, VFR, Wine tourism and other forms of tourism. 
There is need to approach the tourists by knowing their 
behavior and purpose of travel.  
The study of tourist behavior as a consequential and 
contributing element in tourism system is rarely treated in a 
specific way in tourism system diagrams (c.f.farrell & 
twining-ward-2004) 
There is need to target different tourist segments separately. 
Women can also be targeted as different segment. Women 
have different lifestyle, different motive to travel and 
different behavior. 
According to the Travel Industry Association there is an 
estimated 32 million single American women who have 
traveled at least once in the past year, and some three in ten 
travel five or more times a year. The average adventure 
traveler is not a male but a 47-year old female. Fueling this 
travel desire is the growth in single women. One-third of all 
women are now singles “indies”- a new term for those over 
27,not married, not living with a partner and without 
children.( KCK Rakesh Kadam,VRK Shaifaalee,VRK 
Chainickaa,A Text Book of Tourism and Hospitality 
Management-pp,114) 
Women’s expectation for travel are different, Women are 
more adventurous in travel than men. Women travelling solo 
are growing. It becomes essential to study women behavior 
for marketing the tourism product. The subject of tourist 
behavior is key to the understanding of all marketing 
activity which is carried out to develop, promote and sell 
tourism products. Tourist product sold to right tourists can 
make the tourist more satisfied, which can help in the Word-
of-mouth marketing. An understanding of consumer 
behavior is therefore crucial to make marketing activity 
more successful. 
 
The analysis has been done keeping in mind that despite of 
different tourism policies, Tourism action plan, Campaigns 
& program are run by the Government and Private 
Organizations for tourism planning and development, still 
the outcome is not that much satisfactory and tourist do not 
indulge in activities in which they actually wants to 
participate and destination which they want to visit and 
which type of amenities are required by which type of 
tourist. Due to the geographical factor, tourists come from 
different continents & tourists having different behavior, 
likes and dislikes. If we understand their behavior patterns, 
then we will know when we need to intervene in the process 
to obtain the result that we want. We will know who to 
target with particular tourism product. More importantly, we 
will know who to target at a particular time with a particular 
tourism products, which we will have designed more 
effectively to meet their particular needs and wants. 
Therefore, the paper sets up a frame work for in depth 
analysis as follows. 
 
 
UNDERSTANDING TOURIST BEHAVIOR: 
In order to understand the tourist behavior, there are many 
factors which influence the tourist behavior like the personal 
factors like age, life style, occupation, economic condition. 
Psychological factors like perception, belief, attitudes and 
motivation. Motivation helps in knowing the tourist 
behavior. 
Freud’s theory: Sigmund Freud assumed that the 
psychological forces shaping people’s behavior are largely 
unconscious and that the person cannot fully understand 
his/her own motivations from the stated instrumental ones to 
the more terminal ones. Then the marketer can decide at 
what level to develop the message and appeal. In line with 
Freud’s theory, consumers react not only to the stated 
capabilities of specific brands but also to other, less 
conscious cues.Successfull marketers are therefore mindful 
that shape size,weight,material,color and brand name can all 
trigger certain association and emotion. 
Marketing Management, Millennium Edition, Philip Kotler 
Chapter-5 Analyzing Consumer Markets and Buyer 
Behavior-pp-88 
 
Mcintosh has stated that basic travel motivators may be 
grouped in to the following four categories. 
i) Physical motivators, which are related to physical 
relaxation and rest, sporting activities and specific medical 
treatment. All are connected with the individual’s bodily 
health and well beings. 
ii) Cultural motivators, which are connected with the 
individual’s desire to travel in order to learn about other 
countries and their people and their cultural heritage 
expressed in art music literature folklore etc. 
iii) Interpersonal motivators, which are related to a desire 
to visit relatives, friends or to escape from one’s family, 
workmates or neighbours, or to meet new people and forge 
new friendships, or simply to escape from the routine of 
everyday life. 
iv) Status and prestige motivators, which are identified 
with the needs of personal esteem and personal 
development, these are related to travel for business or 
professional interests, for the purpose of education and the 
pursuit of hobbies. 
(The Business of Tourism, Concepts and Strategies, 
A.K.Bhatia pp-24) 
Tourists have different motivation to travel. Motivations are 
the internal psychological influences affecting individual 
choices. Motivators affect the behavior of tourists. 
Motivation is highly complex, depends on a range of factors 
like the personality and life style of the potential tourists, 
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their past experiences, the demographic characteristics. 
Motivation helps in determining the behavior of tourist. 
Globalizations and the change in the technology have 
changed tourist behavior. Easy VISA formalities, better 
means of transportation enable the tourist to visit any 
country, any destination without any hassle. There are 
different types of tourist. Tourists have different motivation 
to travel. Tourists can be classified as different types with 
different characteristics. 
 
Professor Gray described two motivations. 
i) Wanderlust : Wanderlust describe the desire to exchange 
the known for the unknown or familiar with the unfamiliar 
to leave things familiar and to go and see different places, 
people and cultures or architecture of the past in places for 
their historical monuments and also past associations. 
ii) Sunlust: Sunlust on the other hand, generates a type of 
travel which depends on the exixtence elsewhere of better 
amenities and facilities for a specific purpose than are 
available in the home country of the traveller. 
(The Business of Tourism, Concepts and Strategies, 
A.K.Bhatia pp-28) 
  
Cohen (1979) classified tourists on the bases of the type of 
travel experience. He classified them as 
Recreational tourists: Recreational tourists select 
destinations for physical recreation that provide much scope 
for soft adventure tourism activities.  
Diversionary tourists: Diversionary tourists always seek 
places to escape from the routine cycle of life at home. 
Experiential tourists: Experiential tourists have the quest 
for seeking experience by observing the authentic life of 
others without having any intention of adaption. 
Experimental tourists: Novelty and authentic experience is 
the principal motivation for experimental tourist. They select 
new and unexplored places to enjoy the novelty and 
authenticity of visiting such unique places. 
Existential tourists: Existential tourist is captivated with 
the richness of the local culture and lifestyle. 
(Oxford, Tourism Principles and Practices,Sampad Kumar 
Swan,Jitendra Mohan Mishra,PP-97) 
 
Plog (1977) Divided tourists in to psychocentrics and 
allocentrics.  
Psychocentric tourists: Psychocentric tourists prefer the 
beaten-track destinations and like to stay in popular resorts. 
They are mostly inward looking and are not keen on 
adventure activities. 
Allocentric tourists: Allocentric tourists are opposite to 
their counterparts in terms of their selection of destination. 
They prefer to explore new and exotic places by taking risks 
and they are prepared to compromise with the facilities and 
services. 
Perreault, Dorden and Dorden (1979) classifieds tourists in 
to five groups:  
Budget travelers 
Adventure tourists 
Homebody tourists 
Vacationers 
Moderates. 
(Oxford, Tourism Principles and Practices,Sampad Kumar 
Swan,Jitendra Mohan Mishra,PP-97-98) 
 
 
Valene Smith typology of tourists 
Type of tourist Numbers of Adaptations to 
tourists local Norms 
Explorer 
Elite 
Off-beat 
Unusual 
Incipient Mass 
Mass  
Charter 
Very Limited 
Rarely seen 
Uncommon but 
seen 
Occasional 
Steady flow 
Continuous influx 
Massive Arrivals 
Accepts fully 
Adapts fully 
Adapts Well 
Adapts somewhat 
Seeks western 
amenities 
Expects western 
amenities 
Demands western 
amenities 
(Host and guests, The Anthropology of Tourism, Second 
Edition, Edited by Valene L. Smith pp-12) 
Above typology of tourists clearly shows that understanding 
the psychology of tourists is very important for tourism 
planning and it is evident from the above typology that 
different types of tourists traveling also have different 
traveling behaviors. Therefore knowledge of tourist’s 
behavior helps in selling the right tourism product to right 
tourist effectively. It helps in designing and planning the 
tourist product by considering different tourist behavior as 
different tourists behave differently. 
 
KNOWLEDGE TOURIST BEHAVIOR USEFUL IN 
TOURISM PLANNING: 
Knowledge of tourist behavior is useful in tourism planning. 
Tourism planning is goal oriented, striving to achieve 
certain objectives by matching available resources and 
programs with the needs and wants of people. Tourism 
planning can only be successful when it satisfied the tourists 
by offering the tourism product which meets with the 
expectation of tourists. Country like India which is rich in 
cultural heritage, natural scenic beauty, pilgrimage tourism, 
adventure tourism, medical tourism and other form of 
tourism. India is the seventh largest nation of the world. 
India is one of the potential nations to attract tourist from all 
around the world because of better means of transportation, 
variation in the accommodation sector and diversity in the 
tourism product. Kerala can be taken as an example. Kerala 
is one of the emerging destinations in terms of spas and 
health based tourism sites to supply the tourists demand.  
Kerala has strongly focused on Ayurveda and its wide array 
of treatments and medications, world class facilities are also 
available in other traditional forms of medicine as well as in 
modern medical treatment. 
This show an important role of tourist behavior in tourism 
planning and developing tourist product and in order to 
supply the tourism demand. Tourism demand vary from 
destination to destination.Reshikesh in Uttrakhand state of 
India is famous for adventure tourism specially for white 
water rafting however a tourist can indulge in other 
adventure activities like trekking,rappelling,Camping,cliff 
jumping and other forms of activities to make the 
destination an attractive destination for those tourist who are 
much inclined to adventure activities and sell this 
destination to adventure lover. 
In the globalization era, tourists tend to be concerned about 
safety,security,and health as a main consideration for travel. 
Many countries have attempted to promote tourism products 
particularly health based tourist attraction. The numbers of 
Spa in the world are increasing. 
Spa Facilities by Region,2007 and 2013 
 
Table-1 
 Number 
of Spas 
Number 
of Spa  
Revenue 
US $ 
Revenue 
US $ 
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(2007) (2013) Billion 
2007 
Billion 
2013 
Europe 22,607 32,190 $ 18.4 $ 29.8 
Asia-
pacific 
21,566 32,451 $ 11.4 $ 18.8 
North 
America 
20,662 26,510 $ 13.5 $ 18.3 
Latin 
America 
Caribbean 
5,435 9,007 $ 2.5 $ 4.7 
Middle 
East-North 
America 
1,014 3,889 $ 0.7 $ 1.7 
Sub-
Saharan 
Africa  
388 1,544 $ 0.3 $ 0.8 
Total Spa 
industry 
71,672 105,591 $ 46.8 $ 74.1 
Top Twenty Spa Markets,2013 
Table-2 
Country Number 
of Spas 
 
 
Employment Revenues 
US $ 
billions 
Rank 
in 
2013 
(2007 
Rank) 
United 
States 
22,852 354,610 $16.25 1 (1) 
Germany 5,575 126,481 $5.97 2 (3) 
Japan 6,958 113,397 $5.95 3 (2) 
China 9,452 225,341 $4.70 4 (7) 
France 3,556 70,232 $3.12 5 (4) 
Russia 2,728 101,373 $2.91 6 (13) 
Italy 2,679 61,398 $2.76 7 (5) 
United 
Kingdom 
2,964 52,908 $2.51 8 (6) 
Spain 2,432 45,381 $2.14 9 (8) 
Canada 3,658 42,771 $2.04 10 (9) 
Austria 1,200 29,507 $1.65 11 
(11) 
South korea 2,805 36,751 $1.38 12 
(10) 
Mexico 2,765 44,839 $1.36 13 
(12) 
India 3,956 47,666 $1.15 14 
(19) 
Switzerland 687 17,925 $1.14 15 
(14) 
Thailand 2,088 66,816 $0.98 16 
(18) 
Indonesia 1,688 51,343 $0.83 17 
(37) 
Australia 968 10,292 $0.82 18 
(15) 
Poland 979 17,460 $0.72 19 
(23) 
 
Table 1 and 2 clearly shows that tourist behavior helps 
tourism related stakeholders to know that what tourism 
products need to be promoted in order to receive promising 
economic benefits.Table 1 shows that number of Spas is 
increasing in all part of the world. Table 2 shows that 
Indonesia had 37 rank in 2007 and in 2013 it moved to 17 
with the outstanding lead of 20.Spa promotion carried out by 
the Indonesian government which is a result of the 
understanding of tourist behavior which will result in 
earning the promising revenues in the next decade. 
 
TOURIST BEHAVIOR IS USEFUL IN SELLING 
TOURISM PRODUCT 
Tourist Behavior is useful in selling tourism product, 
tourism product sold to tourist before studying the tourist 
behavior will meet with the expectation of tourist. 
Kotler reveals that the buyer decision process is composed 
of five stages. 
Five stage Model of the Consumer Buying Process. 
a) Problem Recognition 
b) Information search 
c) Evaluation of Alternatives 
d) Purchase Decision 
e) Post purchase Behavior 
Marketing Management, Millennium Edition, Philip Kotler 
Chapter-5 Analyzing Consumer Markets and Buyer 
Behavior-pp-98 
There are different types of tourist; each stage of each tourist 
typology is different. There are different types of tourist,for 
example adventure tourist will seek different information 
compared to mass tourist. Therefore all tourism related 
stakeholders should understand behavior of each tourist 
typology. 
Adopters of new products have been observed to move 
through five stages. 
a) Awareness 
b) Interest 
c) Evaluation 
d)Trial 
e) Adoption 
Marketing Management, Millennium Edition, Philip Kotler 
Chapter-11 Developing new product offerings-pp-355 
For example a country develop a new product like India 
develop Kerala as a destination for wellness tourism, then 
tourist becomes aware about the destination then they 
stimulated to seek information about that destination. 
Tourist then evaluate or compare the destination with other 
destination offering same product, then tourist thinks to go 
for that destination but in the service marketing usually trial 
is not a part because  tourist has to physically present at the 
destination, he can visit the destination after buying the 
product but in trial, tourist can think to experience a new 
destination and at the last stage tourist physically visit the 
destination.Therefore,to provide satisfied quality services, 
the tourism product’s seller need to understand the behavior 
of each tourist type. 
 
Conclusion 
The report of the committee of statistical Experts of the 
League of Nations, which was submitted to the council on 
22 January 1937, recommended the following definition of 
tourist: 
To secure the compatibility of international tourist statistic, 
the term tourist shall, in principle be interpreted to mean any 
person travelling for a period of 24 hours or more in country 
other than that in which he usually resides. 
Cultural Tourism in India, S.P.Gupta,Krishna Lal,Mahua 
Bhattacharya pp-4 
Tourist can be classified according to their characteristics of 
travel. Tourist typology is therefore a term used to identify 
how tourist behave and  tourists are inclined to different 
form of tourism which depends upon the psychological 
factor like motivation,belief,perception of tourist. 
Knowledge of tourist behavior helps in tourism planning as 
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found in the study that now a days tourist are much consious 
about health. Countries are promoting the health tourism by 
analyzing the tourist behavior and now many countries are 
promoting spa tourism. Understanding tourism behavior is 
very useful for tourism planning. It is also an integral source 
of information for promoting tourism products and 
highlights how to sell tourism products by approaching right 
tourists for the right product particularly in this globalized 
era. It is possible to say that the knowledge about tourists 
behavior is not merely of academic interest but it also 
provide valuable information to tourism stakeholder to plan 
effectively.  
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